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Ktliltir's \i)lc: 

This special edition of the Stiles Merchan¬ 
diser is devoted to the creative implemen¬ 
tation of the Local Performance Program. 
The volume of material receiv ed was more 
than we could possibly include in this spe¬ 
cial edition. Future editions of the Sales 
Merchandiser will also include your Local 
Performance activity. 
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LOCAL PERFORM® 
MAKESA DIFfERGNCE 


A s pan of the Sides Incentive Award Pro¬ 
gram for 1992, field sales managers 
now have the opportunity to reward their 
people for business building (Local Perfor¬ 
mance) achievements throughout the year. 

Local Performance is a program run en¬ 
tirely by the field. Managers have complete 
flexibility' for developing reward incentives 
to meet business needs as well as the de¬ 
velopment needs of their people. The idea 
is to focus on short-term, monthly or quar¬ 
terly objectives, and recognize those who 
have excelled in reaching those objectives. 

To most managers a sales contest seems 
to be the best approach for implementing 
the Local Performance Program. All sorts 
of contests have been cleverly designed. 
Some are structured with elaborate point 
systems, strict rules and multiple objectives. 
Others are simple, direct and to the point. 

Simple or elaborate, managers are cre¬ 
ating contests to build their business by- 
focusing on the three key priorities for the 
remainder of the year. They are creating 


teams within the division, teaming up vet¬ 
eran representatives with those less expe¬ 
rienced to stimulate a competitive team 
environment. The younger representatives 
not only participate in developing team 
strategy, they benefit from the experience of 
their peers. 

But contests are not the only means to 
identify' and reward superior performance, 
Many managers also choose to reward their 
people individually and spontaneously. 
Sales representatives and office secretaries 
are receiving individual rewards for special 
accomplishments. These immediate re¬ 
wards are, in most instances, unexpected 
but well deserved and appreciated by the 
recipient. 

Management flexibility is also exercised 
in establishing the reward itself. They can 
range from the elaborate (an all-expense- 
paid weekend for two in Las Vegas or New 
York Gty) to the simple (providing the 
means for a sales representative to pur¬ 


chase new windows for his home). Gift 
certificates seem to be the choice among 
most managers. 

While each manager may run a different 
contest, all agree that keeping people in¬ 
formed of their progress throughout die 
contest is very important. Weekly updates 
are usually sent out bythe division secretary. 

The Local Performance Program is not 
just a reward program for reward’s sake. 
Its intent is to help people reach their 
foil potential in their presentposition. Striv¬ 
ing to be the best is as much a reward as 
winning. From that perspective, there are 
no losers. 

Peter Schmidt, New York region man¬ 
ager, summed up the value of Local Perfor¬ 
mance for all managers who are nowimple- 
mentingtheprogram. ’This region achieved 

our first quartergoals,” he said, “and much 
of the credit goes to my managers who used 
the Local Performance Program to build 
business. It made a difference.” ® 
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Field Secretaries Earn Awards 
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Recognizing the importance of the field 
secretary as a vital member of the sales 
team, the Sales Incentive Awards Program 
for 1992 makes full-time secretaries eli¬ 
gible to receive a year-end bonus. In ad¬ 
dition, secretaries are included as partici¬ 
pants in the Local Performance part of 
the program. Here are some examples of 
their participation in the program. 

• In the Fargo, N.D., division, Secretary 
Barb Peach was asked by the Division 
Manager Bob Bruner to come up with a 
theme for a division contest to shore up the 
division's savings business. “I thought 
horse racing would be an excellent theme,’ ’ 
said Peach, She developed die idea of 
horses racing to a finish line, and each week 
she tracked the sales representatives’ per¬ 
formance against the contest objective to 
build business on the Doral, Magna and 
Sterling brands. Representatives knew ex¬ 
actly where they stood in die contest by 
their horse’s position on the track. “Down 
and Dirty" Downs, as the contest was called, 
featured such thoroughbreds as (sales 
representatives) Foxy Roxy, Dashing Dale 
and Blazing Brenda. Territory Represen- 
tadve Dwight “Climbing" laming won by a 
nose and took the top purse, a $200 gift 
certificate. For her contribution, Peach was 
awvirded a $ 100 gilt certificate. The contest, 
conducted in March, netted the division a 
49% increase on Doral and a 20% increase 
on Magna and Sterling over the previous 
month, 


• In the New York region, Peter Schmidt, 
region manager, presented his secretary, 
Ruth Mullane, with a $ 150 gift certificate for 
handling all the details associated with a 
recent office move. “She took control of the 



Bari) Peach, creator of “Down and Dirty" 
Downs horse racing contest theme. 


entiremove andmade itasmooth transition 
for everyone. She performed above and 
beyond her duties as a secretary,” said 
Schmidt. 

• Ron Segclke, division manager, Nassau, 
N.Y., presented his secretary agiftcertificate 
for utilizing Excel to establish a part-time 
budget tracking file and a division vacation 
file, 

• TheSuflfolk, N.Y., division secretaryjayne 
Dickerson had the opportunity to earn a 
$200 Macy’s gift certificate by providing 
Division Manager Lori O'Connor with an 
accurate monthly tracking of top 25 data 
from sales representatives. 

• Jo Ann Adams, secretary in the Jackson, 
Miss., division, was awarded a $250 TV by' 


her division manager, Jo Anne 
McConnell, Adams earned the 
award by revising the Coupon 
Management System and recom¬ 
mending apian of implementation 
and control of the system. She also 
developed an instruction book for 
sales representatives and part-time 
personnel, 

• Russell Bicknell, Sacramento, Calif., 
division manager, awarded his secre¬ 
tary', Claudette Davison, a $75 gift cer¬ 
tificate for her help in arranging to cut 
the Camel Wides' stamping irons. She 
got her husband to cut the 78 irons at 
a substantial reduction to what a local 
machine shop was goingto charge. Not only 
did he provide quick turnaround, but the 
workmanship was deemed superior over 
the machine shop, 

• The Billings, Mont, division secretary 
Linda Logan received a $ 100 gift certificate 
for developing a simplified guideline for 
implementing quarterly promotions. This 
included allocating, ordering and monitor¬ 
ing all promotions in the quarter. 

Talk to any manager of an 
efficiently run office and, 
before too long, the manager 
is sure to give credit to the 
office secretary. Now, 
through Local Performance, 
managers can reward their 
contribution to the team 
effort. $ 
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in Local Performance 


More Individual Achievements 

Wl 


hite most of Local Perfor¬ 
mance Activity involves di¬ 
vision or region contests, some 
managers areusingtheprognun 
to reward individual perfor¬ 
mance as well. 

•Training and Development 
Managers Jim Guaneri and Mark 
GambardeUa, of the Nassau, N.Y., di¬ 
vision, were challenged to set MBOs for 
their assignetl sales representatives and 
develop an Excel tracking method to 
calculate goal progress. The managers 
are competing for a gift certificate for 
$200 while maintaining their normal 
duties, which include 70% minimum 
| street time. 

\ • Area Sales Representative Matt 

Robinson, of the East Oklahoma district, 
received an award for his efforts, above 
and beyond normal duties, in the area of 
in-store merchandising and advertising 
superiority throughout his assignment. 
Steve Wilson, Oklahoma City region man¬ 
ager, presented Robinson with $300 worth 
of golf clubs at the 1992 
annual region meeting, 

• In February 1992, Dal¬ 
las Senior Chain Accounts 
Manager Herman Young 
learned that .Albertson's Su¬ 
permarkets was purchas¬ 
ing 67 Jewel Osco Super¬ 



markets. He immediately' contacted Jewel 
Osco management to remind them of our 
three-year merchandising agreement that 
paid the chain a $284,000 up-front bonus. 
Youngwaspersistentinretrieving$189,323 


■:.U ' 



from Jewel Osco, which can be used for 
other RJR merchandising opportunities. 
Region Manager Reggie Dodson awarded 
Young with a $350 TV. 

• Jackson, Miss., division Retail Represen¬ 
tative Brenda Evans w r on a $250 VCR in 
recognition ofher efforts toward enhancing 
our merchandising position in the Delta- 
Mapco chain. After selling our Preferred 
Presence, EVDs and Overheads to a local 
Delta-Mapco Supervisor, she joined forces 
with .Assistant Division Manager Chuck 
Kinnison to sell the chain. They sold our 
Preferred Presence Plan AC in all 69 chain 
stores. 


• Area Sales Representative Mike 
Jurgensmeyer, of the East St. Louis division, 
was given a $200 Local Performance Award 
for his creative idea on building Best Value 
business. His idea was to useDired Account 
sales representatives to sign retailers on our 
$.50 per carton Retail Feature Promotion 
Program. Division Manager Jim Fraser 
adopted the idea for use by all sales repre¬ 
sentatives. 

• Area Sales Representative Crystal 
Harrison, of the San Jose, Calif., division, 
was awarded a $200 gift certificate for 
working with a newly formed 15-store 
chain, securing Best Value and Winston 
Select distribution in all stores. Also, Area 
Sales Representative Stefano Bortolin 
earned a $ 100 gift certificate for replacing 
a Philip Morris overhead in a key volume 
account after two years of hard selling. 

• Winningal2-storeMcKay’sMarketchain 
over to RJR won .Area Sales Representative 
Jerry Howard of the Eugene, Ore., division, 
a $50 gift certificate. He placed a 215-foot, 
free-standingfixture to merchandise Magna, 
Sterling and Best Value. In addition, 
Howard sold the chain a continuous, two- 
month, Winston Racing floor base promo¬ 
tion. Retail Representative Sheryl Mennis 
also won a $50 award for placing Dora! 
mass displays in six of her calls. Total 
volume was 2,333 cartons. 
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Creative Contests Target Priorities 



Aren Viet' President lid Mc.Ateo and Kcgiun Manager Jack Renehan (kneeling I, lo K) 
jointlu 1 North Philadelpliiadivisioii in celebrating llieir region contestwin. The 1 \Viniiins> 
Tt'iim" (Buck How I. to 10 Harold (In'enhaiim, Joe Hugo, Roger Krauss, Dan DeSantis, 
Roh Vanni, Mike IVironc, Pete I liilcltmaii, Boh VanSickle. and Tint (iillespie.dTont row 
I. to H) Snlange Bicking. Dawn Cobel, Lynn Farley, Carol Walkinson and Tracv Miller. 


SI'FPOLK, NEW VORK 

Lori O'Connor, division manager in the 
Suffolk, N.Y., division, focused her March 
contest on volume, with emphasis on Best 
Value. Shestructuredthecontestonapoint 
system, allowing three poinlsfor Best Value, 
two points for full price and one point for 
savings brands on cartons sold for cash, 
delivered, order book or pre-book. To 
qualify, sales representatives first had to 
achieve95% coverage ofmonthly accounts, 
complete ASM in forty days and gain 85% 
distribution on Camel Widcs. The winner 
was Sales Representative John Leonard, 
who sold 52 additional cases. His award 
was a $200 gift certificate. Second place 
winner Richard Sorrentino won two tickets 
to “Phantom of the Opera". In total, the 
division sold 656 additional cases. Follow¬ 
ing that successful contest, the division has 
just completed an April/May contest tar¬ 
geted toward Winston Select distribution 
and display. 

BROOKLYN, NEW YORK 

Lee Maney, division manager, Brooklyn, 
N.Y., division, structured a March contest 
based on cash and delivered orders. “In 
our division, cash sales off the vehicle com¬ 
prise about 90% of total sales,'' said Maney. 
The contest objective was to attain the 
highest percentage increase in cash or 


delivered orders and prebook sales. The 
winner was Area Sales Representative Mike 
Marrero, with an increase of 279% over 
1991 March safes, The award was a 25" 
RCA Color TV. In total, division netted 
15,377 cartons sold versus 6,372 cartons 
sold in March of last year. 

ramiY \R\Y YORK 

“Steak or beans, what do you want?" 
That's the option Manhattan, N.Y., Division 
Manager Tony Addessi gave his people 
duringthe May Winston Select introduction. 
Addessi based his contest on Winston Select 
distribution, displays and advertising. Rep¬ 
resentatives earned points toward the con¬ 
test after “qualifying" with a 90% distribu¬ 
tion rate and coverage by the third week of 
the month. The first place winner receives 
a $ 500 gift certificate. Last place gets a can 
of beans. To make his point, Addessi has 
a large can of beans in the middle of his 
office conference table. “The representa¬ 
tives pass it around like a hot potato," said 
Addessi. “No one wants to be last" 

NASSAU, NEW YORK 

The Nassau, N.Y., division announced a 
May contest for Winston Select and also a 
quarter end promotion which includes 
Winston Select, as well as volume and mer¬ 
chandising objectives. Division Manager 


RonSegelke'sMaycontestplaced emphasis 
on coverage, Winston Select displays and 
distribution, and P-O-S. Points were awarded 
in each categoty with a ‘Tie Breaker" de¬ 
termined by call count and completion of 
ASM updates. The prizes are gift certificates 
of $250 for first place, $100 for second 
place and $75 for third place. He incorpo¬ 
rated volume and merchandising in the 
quarter end promotion by including total 
cartons pre-booked and order booked, 
plus highest number of ICAP locations. 
DALLAS, TEXAS 

During a six week period, March 16 to 
May 1, Dallas Region Manager Reggie 
Dodson challenged his divisions and dis¬ 
tricts to a total “Business Development” 
initiative. TheemphasiswasonlCAPimple- 
mentation, Camel Wides distribution and 
display, and supplemental savings mass 
displays. Dodson asked each manager to 
submit a recap of accomplishments from 
which he would determine which division 
or district was most effective. 

READING, PENNSYLVANIA 

To meet his second quarter division goal, 
Paul Gilotty, division manager, constructed 
a “Shoot the Moon” contest based on total 
points accumulated on total carton pre¬ 
booked and order booked, and temporary 
displays placed. The targeted brands are 
Doral, Magna, Sterling and Best Value. The 
division was broken into three teams and, 
in order to qualify, each team must pre¬ 
book a minimum of 12,000 cartons. 
Members of the winning team will receive 
a portable TV. 
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SOliTH JERSEY, NEW JERSEY 
Division Manager Fred Dejong broke his 
division into two teams for a Camel Wides 
contest in March. The winning team was 
determined by best overall results on Camel 
Wides. It included distribution, displays, 
cartons sold, chain authorization, merchan¬ 
dising, creativity, jobber allocations sold 
and coverage, Scoring was based on indi¬ 
vidual point totals that were derived by the 
12 saics representatives' rank in each cri¬ 
teria. Team I, led by Special Accounts 
Manager Ray Noonan and secretary Gerry 
Schmidt, won thecontest,scoring4l 1 points 
to 333 for Team II. Each winning team 
member received a $75 certificate to the 
restaurant of his or her choice. 

PHIUDEEPIIIA, PENNSYLVANIA 
During the month of March, Region Man¬ 
ager Jack Renehan held a region contest, 
targeting Doral volume. The object of the 
contest was to increase Doral case ship¬ 
ments through carton and package displays 
and pre-booking. The North Philadelphia 
division won the contest with 4.2% of the 
region increase. The division placed 115 
mass displays and pre-booked 38,000 car¬ 
tons. The entire division went to a Phillies 
vs, Cubs baseball game in celebration of 
their victory. The Dover district came in 
second in die contest. 

EASTERN YOUTH CAROLINA 
How about a contest that pays off during 
the contest? That's what Division Manager 
David Gray had in mind during his first 
annual "Beach BlowOuf and"SpringClean- 
ing" party on beautiful Emerald Isle, N.C. 
The division took to the beach for the 
weekend of .April 11, Their objective was 
to work the busy beach outlets, building and 
attending promotional displays of RJR fall 
price and savings brands, plus work the 
consumer mission program and place ad¬ 
vertising. Teams w ere assigned to work in 
shifts from 8:00 am. to 1:00 p.m. and 1:00 
p.m. to 6:00 p.m. Remaining time was 
reserved for fan in the sun. Participation 
was optional, but Gray had plenty of takers, 
for the breakfast, lunch and dinner that was 
provided for all attendees plus a ‘ ‘Pizza Party- 
on the Beach" and an "All-American Hot 
Dog and Hamburger Cookout.” 


MAS tin', KANSAS 

A contest on Salem Wrap was the thrust 
of Division Manager Mike Milder’s Local 
Performance Program in January and Feb¬ 
ruary. The objective was to earn the most 
points for placing special counter and floor 
displays, banners and other related Salem 
P-O-S. The entire division came out a 
winner—posting 74 counter and 61 floor 
displays, 254 banners, and 1,187 pieces of 
P-O-S. The individual honor went to Sales 
Representative Dan Parre with a total of741 
points. His awardwas two tickets toaRoyals 
baseball game and lunch at the Stadium 
Club, or a $ 100 Dillard’s department store 
gift certificate, 

WEST LOS AXGELES, CALIFORNIA 

Division Manager Jim Duran announced 
a fall-price volume contest for the second 
quarter. The winners are to be selected 
based on jobber receipts, pre-book totals, 
bill-throughs, activity summary and cash 
order receipts. Duran made the contest 
simple with no rules...“Just Sell.” The first 
place winner gets an all-expense-paid 
weekend in Las Vegas, including air-fare. 
Second place receives a $200 gift certificate 
to Nordstroms, and third place wins two 
stage play tickets. 

ORANGE COUNTY. CALIFORNIA 

Sales Representative Melissa Zantop re¬ 
cently earned a "get-away weekend" as the 


first Local Performance award winnerin the 
division’s Business Building Idea Contest, 
She used Account Specific Marketing to 
target select calls in her assignment for 
Doral floor base displays, using the new 
Dimension 4 displays. She structured cou¬ 
pon promotions on the selling patterns for 
each store. She also developed creative 
ways to stimulate consumer sales by en¬ 
couraging retailers to participate actively in 
the volume-building aspects of the promo¬ 
tion. Division Manager Dana Myers was 
extremely pleased with the creativity of the 
ideas submitted. 

EUGENE, OREGON 

Camel VHdes distribution, coverage, ad¬ 
vertising and cash/delivered orders were 
the criteria for the division’s first Local 
Perfonmance Contest Division Manager 
Gregg Tripp structured a detailed point 
system for each category'. For example, in 
the coverage category, coverage of all 
monthly K, A, B and C04 calls was worth 
l,000points. Coverage of all C-l 3 calls was 
also worth 1,000 points. One point was 
given for advertising placed for Camel 
Wides, and one point was awarded for each 
carton sold for cash or delivered orders. 
The representatives sold 1,542 cartons off 
the vehicle. The contest winner was .Area 
Sales Representative Kathie Mollohan with 
6,603 points. Her award was a $500 week¬ 
end vacation. 



Rmut.New York rcgioncomcsl winners: (I. to R) John Leonard. Suffolk division; Laura 
Calam. Nassau division: Marc Anisli, Bronx division: Ini Rosen. Manhattan division; 
Richard Wnulclkcii. Queens division; and Mike Marrero. Brooklyn division. 
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Division Manager Dave Qualkinbush has 
zeroed in on value-added for his Local 
Performance Program now underway He 
has challenged his people to sign up as 
many calls as possible on the value-added 
base program. The target for the division is 
to have 80% or more calls signed up on the 
value-added base program, leaving only 
20% to be sold by the representatives. “The 
more calls we have on value-added is a plus 



for us,” said Qualkinbush, "It gives our 
people more time to devote to other priori¬ 
ties." Qualkinbush will base the results on 
percentages and the potential in each 
representative's assignment He plans to 
award first, second and third place gifts for 
the winners. Qualkinbush likes the idea of 
reward incentives, having recently won an 
award in his regional Camel Wides contest 
that focused on distribution, call coverage, 
product availability and advertising placed. 



“Tiie objective is to win at year-end 
by building the company’s market share. 
I like the idea of short term contests that 
target our key objectives." 

Steve Grossberg, division manager, 
Queens, NX, division 

“The benefit of Local Performance is that 
even if you don’t win, you improve your 
performance over last year,” 

Marc Anish. sales representative, 
Bronx, NX, division 

“Competitiveness creates enthusiasm and 
enthusiasm is contagious." 

Dwight Liming, territory 
representative, Fargo, N.D., division 


"The bottom line is that we all win 
together or lose together in reaching our 
market share goals.” 

*s Tom Bums, assistant division 
^ ~*y manager, Fargo, N.D., division 

“Rather than a contest, I like the idea of 
announcing a ‘Sales Representative of 
the Quarter’ each quarter. That way, I let 
the representatives work tow'ard what 
they feel is important to build their 
business. 1 make it their call, and the 
momentum builds from quarter to 
quarter.” 

Robert Ridge, district manager, 
Dover, Del., district 

“It's not always the gift or the recogni¬ 
tion that motivates sales people to win 
awards. It’s the competitiveness." 

Jack Reneban, region manager, 
Philadelplm, Pa., region 


"In our contest, we split up into three 
teams. Members of the team encouraged 
and helped each other. That also gave 
the newer representatives like myself the 
opportunity to learn a few’ tricks from 
the experienced representatives.’’ 

Kevin Brandt, retail representative, 
Reading, Pa., division 

“Priorities can get lost in the shuffle. 
Local Performance helps us, as manag¬ 
ers, focus our people's attention on the 
things they should be doing.” 

Bob VanSickle, division manager, 
North Philadelphia, Pa., division 

“Based on our first contest alone, I 
would say this is a successful way to 
stimulate creativity and help build our 
business.” 

Dana Myers, division manager, 
Orange County, Calif., division 


“This adds fun to our day-to-day work.” 

Brenda Coleman, territory 
representative, Fargo, N.D., division 
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